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Expand your digital marketing efforts to attract referral
sources, patients, and media coverage

As today's health-care consumers turn to their
computers and smartphones to research medical
issues and find health-care providers, many 0&P
facilities are developing digital marketing strategies
to promote their services,

A facility's website can significantly influence a
onsumer's decision to call for an appointment.
In addition to mobile-friendly design and useful content,
the website should have a high search engine
optimization value by featuring keywords that win
favor with Google and other search engines.

Some facilities may benefit from investing in

search engine marketing, or SEM—purchasing ads
that appear on the result pages of search engines [such
as Google) to capture the interest of web browsers.
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Consider your audience when deciding which

social media platforms to post to. Some facilities
have found that intentional, regular posting on Facebook
can draw business, while Twitter can be useful for
branding news and following industry experts.

Blogs provide a space for a facility to demonstrate
s expertise, offer valuable information, and
create engaging, keyword-rich content that will elevate

the website's status in search engines.

The most important rule when establishing a

digital marketing campaign is to realize you can’t
do it all, says one expert. Choose the platforms that will
best meet your goals, and create a manageable
marketing plan that can be carried out by either
in-house staff or outside consultants.
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“O&P professionals do amazing things but often don’t want to self-promote. It’s OK to share what
your facility is doing and to let your community know about you.” Christina Throndson

R ECENT STUDIES INDICATE THAT
today's consumers are turning to
their computers, tablets, and smart-
phones to find health-care providers.
More than 40 percent of consumers
say that information found via social
media affects the way they deal with
their health, and 77 percent of online
health-care consumers began their
last session at a search engine such as
Google, Bing, or Yahoo, according to
Pew Internet Research. Young adults
are even more swayed by e-health
information: Ninety percent of 18- to
24-.year-olds say they trust medical
informartion shared by others on their
social media networks, according to
PwC Health Research Institute.

Some O&P facilities are meet-
ing the demand for online medical
information head-on by building
mobile-friendly websites, joining social
media platforms such as Facebook and
Instagram, writing content-rich blogs,
and creating facility-specific apps. But
others have dedicated fewer resources
to these ventures and continue to rely
on traditional marketing efforts such
as print ads, in-services with referral
sources, and conventional word-of-
mouth advertising. While old-school
marketing methods remain instru-
mental in drawing business to O&P
facilities, future growth and profit-
ability will depend on a more diverse
marketing strategy that incorporates
an increased digital presence.

Wherher your facility has a
dedicated marketing staffer, spreads
vour online presence and build a social
media following.

Setting a Strategy

O&P facilities, with a focus on
returning people of all ages to their
activities of daily living, are per-
fectly positioned to share inspira-
tional stories online, says Christina

Throndson, web marketing director
for VGM Forbin, a company that
designs websites and web applica-
tions for health-care companies.

“O&P professionals do amazing
things, but often don't want to self-
promote,” says Throndson. In an
increasingly digital world, “it’s OK to
share what your facility is doing and
to let your community know about
vou,” she says. Websites and electronic
resources should be leveraged to edu-
cate and show referral sources, current
and potential patients, and even media
build up their trust in you”

To ensure you are meeting the online
needs of the patient bases in your com-
munity, begin by developing a digital
marketing strategy to determine what
vou want to accomplish. Look at the
demographics of vour patient base, plus
the characteristics of the patients you
hope to attract. For example, are you

looking to catch the eye of young, ath-
letic patients, who may be searching
for high-tech O&P devices on social
media? Or are vou better positioned
to focus on diabetics, who may
benefit from a page on your website
dedicarted to educational resources
about healthy eating and foot care?

referral sources, or the local commu-
nity—or some combination of all three.
Onee you have a focus, examine
the different areas where vou can
increase vour online visibility, take
a loolk at the different social media
platforms, and decide how to maxi-
mize vour staff time and resources to
boost your outreach efforts,
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Search Engine Marketing

AKING ADVANTAGE OF “FREE" social media

channels can be 3 great way to post content
and increase awareness of an D&P facility. In
additian, many O&P facilities may profit fram
harnessing the power of search engine market-
ing [SEM)—purchasing ads that appear on the
result pages ol search engines {such as Google) to
capture those web browsers who may benefit from
your facility’s services.

By advertising with Goegle
and other search engines,
your ads will appear above or
below Google search results
or as image advertisements
on pepular affiliate websites.
“Den’t forget to utilize the
taols available within the
advertising platform to
target your audience based

on previous engagement, audience behavior,
interaction, and lacation. These are all tactics
that can help provide the biggest bang for your
duck,” says Christina Throndsan, web marketing
director for VGM Farbin, 3 company that designs

Building a Better Website
One of the first communications teols
to review when upgrading vour digital
marketing eftorts is your website. A
website is a window to your facility,
and often, the content found there
significantly influences a consumer’s
decision to call for an appointment.
Your website should appeal to vour

websites and web applications far health-care
companies, "Far a small facility, it's actually one
of the best investments your company can make.”

Pay-per-click advertising can take the
form of paid ads through Google Adwords,
Facebook Local Awareness Ads, and athers.
These can range from $0.30 per click with
Adwaords, to $1 per day with Facebook,

“I'm 2 big fan of SEM and focusing on who
your audience is, and where they are online and
geographically,” says Throndson. She suggests
finding ways to re-engage users that have been
1o your site, started to engage ¢n a form, and
left; “Stay in front of them and calch their atten-
tion before they move on teo a different site.”

Throndson also encourages D&P business
owners to make sure they have claimed and
own directary listings for their companies,
such as those included on Yelp and Google
IMy Business Listingl. Assign staff to manitor
company reviews an these types of sites; “It's
not just making sure you have good reviews, but
mazking sure yeu respond to atl reviews—the
gaod, the bad, and the indifferent,” she says.

Wayne, NJ 07470

particular audience and provide easy
ageess to the information you want them
to know once they are engaged, savs
Throndson. "Ask yoursell, ‘TF 1 push my
audience to my site for more informa-
tion. does mv site allow them to do or
find what they need to accomplish my
goals?™ For example, vour site should
feature highly visible contact and
lzeation information. Throndson also
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suggeses inding a way to measure your
goals, such as call tracking or online ana-
Ivtics for conversions and interactions,
Your website should be designed to
have a high search engine optimization
(SEQ) value. To encourage SEO per-
formance, stravegically place the most
commaonly searched keywords relevant
to vour Bwiliey throughout vour site, so
they win favor with Google and other

search engines, These search engines

rank pages based on two primary

metrics: authority (a measure of how

many people share or link back to

your content) and relevancy (o mea-

sure of how well vou ereate content
that relates o the keywords users
tvpe into search engines). A high
Google ranking means more brow sers
will be led to vour website,
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“Sunshine Prosthetics and Orthotics in Wayne, New Jersey, is a solo facility with a dynamic website,
complete with education information and bi-weekly blog post”

Reach Orthotie & Prosthetic
Services (OPS), with four locations
in Virginia, recently redesigned s
website to appeal to o wider audi-
enee, “With the power and case of
the Internet, many people are doing a
lot of research and discovery on their
own,” savs Anne Bych, the company's
marketing coordinator. “Health-care
services are no different. Patients and
physicians alike want to learn about
the practices and clinicians that will be
serving them. We want to make it easy
for them to learn about Reach OPS

when making these decisions”

Anne Sych

Reach’s new Wordpress site has
a built-in blog tool and is mobile-
triendly, says Syeh. Tr features, among
other sections, a patient resource
area with educational materials and a
dedicated section for referral sources
“to help them understand the best way
to refer services and manage timelines
tor their patients,” she says.

While larger companies such as
Ability Prosthetics & Orthotics (P&O)
Tne., a 10-location facility baged on
the East Coast, benefic from hosting a
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dynamic website that features patient
information, news and events,
resources, and outcomes research,
even small Facilities can see an
increased return on investment with

a significant web presence. Sunshine
Prosthetics and Orthotics in Wayne,
New Jersey, is a solo Facilicy with a
dynamic website, complere with edu-
cational information and biweekly blog
posts, Owner Brooke Artesi, CPO, LPO,
manages a spectrum of digital market-
ing efforts by cutsourcing this work

e a freelancer. She credits her vibrant
website with attracting new custom-
ers and educating existing patients, <1
get o lot of comments, even from older
patients, that it's verv easy to navigare,”
she says.

When determining whether it's
time for a website revamp al vour
facility website, keep in mind that
it's becoming inereasingly important
tor sites to be mobile-friendly. For
vour D& facility to receive maxi-
mum visibility in terms of SEO, vour
webszite should translate well to all
maobile devices, which means text
should be large, links should be casy
to acceess, and you should never have
to seroll sideways to see all of the
content, “In April of 2015, Google
announced an update focusing on
mobile design, and even more mobile-
focused updates have been made

Brooke Artesi, CPOL LPD

simee,” says Throndson. “Tf your sive

is not meeting the mobile standard,
besides proving a poor experience

for your mobile visitors, vou are most
likely alsp experiencing a drop in vyour
search rankings” Throndson suggests
ramning a test to see it Google deems
your we 4
visiting E.fﬂ"l.l..l:: /AT L R R

Social Media Strategies

While a dynamic website is the cen-
terpiece tooa digital marketing strat-
egy, its important to tie social media
into the plan and consider posting to
Facebook, Twitter, Instagram, or other
platforms. Social media is a eritical
component when marketing to voung
adults; These in the 18- to 24-vear-old
age group are more than twice as likely
a% 45- to 54-vear-olds to use social
media tor health-related discussions,
avcording to Allied Health Worlds.
Inereasing numbers of aduales of all
ages, including seniors, however, are
embracing these platforms,

Keep vour message and vour
audience in mind when determining
which platforms to focus on. “Your
social media etforts should be based
on where the audience is engaging”

savs Throndson,

At Ability P&O, Katie Koleun, the
facility's markerting specialist, works
closely with the company’s chief
executive officer and founder, Jeffrey
Brandt, CPO, to post information on
several platforms, Because Facebouk is
the company’s best-received platform,
Ability posts as often as three times

a day to “very interactive patients

and referral sources,” says Koleun.

Facebook allows for long, text-heavy
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“At Sunshine O&P, Artesi sees blogging as a vital component of her marketing plan. The facility’s
website features bi-weekly posts on an ‘Inspirations Blog’ which often focus on O&P patients who are
positive role models as well as news about the facility and staff.”

posts as well as pictures, so “it's great
tor telling a patient story with a really
nice phorto, or sharing all company
news," she savs,

Koleun says Ability’s dedication to
Facebook has been a boon to business:
“We've had patients go to their provid-
ers and ask their physicians to refer
them o us becanse they've seen how
we use the most advanced and innova-
tive prosthetic and orthotic devices”

Facebook also has been a success
story at Reach OPS: Last year, Reach
quadrupled its Facebook page “likes”
through “intentional, regular post-
ing” savs Sveh, She and other staff
post to Facebook three to four times
each week, with messages of curated
industry news, motivational messaging
(which may include 2 stock image with
a quote and subtle logo), and staff and
activities pictures, savs Sveh, Tn addi-
tion, Reach occasionally posts pictures
of patients wearing new technology—it
the patients have signed media consent
forms, in compliance with guidelines
mandated by the Health Tnsurance
Portability and Accountabilicy Act.

Bevond Facebook, there are several
social media options that may work
for Q&P facilities, Ability P&O posts
to Instagram and Twitter two or three
times a week, “Twitter is great for
branding news and networking,” savs
Koleun. “The more you interact und
stick to vour brand, the more your
posts go viral” she says.

At KL‘.i\'.:ll: .‘\'!.'L:]:l pOats ":LL'“'ﬁu'llrflL}"'
content on Twitler, 'r|1.'|in|}' using it
“to follow our vendors and industry
experts o see what's new in the 0&P
world” Reach also has a Pinterest
page, where “there is not a ton of
activiry, but we think it"s a good idea
to be found there,” savs Svch, The
page has three boards: one for pros-
thetic news, one “About Reach" board
with photos, and one board featuring
encouraging quotes,

Svch notes that social mediaiza
great way for an Q&P facility to con-
neet with the communicy: “0&T is a
miche market. People do not need us
until they need us” she says, “When
they do, we want them to be familiar
with the Beach name, Social media

Last year, Reach

quadrupled

its Facebook pagelikes*

through “intentional
reqular posting:
—Anne Sych

helps us to engage with our com-
munity and likewise helps people
become familiar with our services"
Reach's social media efforts have been
particularly well received by patients
who frequent the facility’s Chesapeake
location—located near a military hospi-
tal. “Younger soldiers use social media
more and are more familiar with the
Q&P technology available now,” says
Svch, “They sce it on Faccbook, and
they want to know more about ic”

Benefits of Blogging

Seme O&P facilities are iinding their
audiences appreciate fresh content via
regularly posted blogs. Blogs provide

a space for a facility to demonstrate its
expertise, offer valuable information
to gain trust and loyalty, and create
engaging content that can be re-shared
vig social media and email, Just as
important, blogs provide a place to
feature keyword-rich content that will
elevate the website's status in search
engines such as Google.

Ar Sunshine O&P, Artesi sees
blegging as a vital component of her
marketing plan, The facility's web-
site features biweekly posts on an
“Inspirations Blog,” which often focus
an D& P patients who are positive role
madels, as well a5 news abourt the facil-

ity amd seaff

Similarly, the blog at Reach OPS
is an “Ask the Clinician” resource.
“Anyone ¢an submit questions from
the website, The blog also is a great
way for people to ‘meet’ vur clinical
staff,” says Sveh., “Not only are vou
sharing your expertise with the world,
but the search engines reward fresh
content, so vour visibility on the World
Wide Web improves.” Sych admits that
blogging can be a challenge tor many
organizations due to the time commit-
ment required for developing fresh
content, but she has been able to drive
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“Artesi, for example, has patients who have never seen her website- but her more tech-savvy clients
and colleaques appreciate the information she posts on social media. In addition, having a
technology-heavy presence helps support her standing as a “state-of-the-art facility”

Reach’s blogging efiore by involving
several staft practitioners and secting
a schedule: “1ris berter to start wich

a manageable content calendar and
grow from there; otherwise, it can be
overwhelming. If vou can get four staff
to write one blog post per month each,
vou will have weekly posting, Getting
evervone on board is essential to blog-

#INR success.”

Interest in Apps

With smartphones becoming a must-
have for most Americans, the use of
apps continues to grow, Statistics indi-
cate that 19 percent of smartphone
owners have at least one health app
on their phone, according to research
by Demi & Cooper Advertising and
DC Interactive Group. A few O&P
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businesses have taken advantage of
this trend by developing facility-spe-
cific apps thar appeal to both referral

sources and patients.

Ability P&O recently debuted an
app that features instructions for
devices, a facility locator, Ability's
guarterly Lifenhanced publication, and
information about company events and
courses, sayvs Koleun, “Ability practi-
tioners, or referrals, can use the app to
cducate patients or send a device rec-
ommendation form, and patients can
learn about their options prior to their
initial Ability evaluation,” she says.

Did You Know?

NOTHER IMPORTANT ELEMENT to consider when forming a
digital marketing strategy is the latest Web Content Accessibility
Guidelines, which are enforced by the Department of Justice
for publicly held companies and will become the standard for private
companies as soon as 2017 or 2018. These guidelines specify how to
make content accessible, primarily for people with disabilities, but also
for all user agents, including devices such as mobile phones. Ferbin,
a company that designs website and web applications for health-care
companies, is currently working on tools businesses can use to test
their site for compliance and to strategize how to become compliant,

says Christina Throndson, the company’s web marketing director,

Hanger Clinic also recently created
an Q&P maobile reference app that
features, among other things, search-
able Q&P device information, including
photos and descriptions, and o “find-
the-nearest” Hanger Clinic location
function.

No “One-Size-Fits-All” Approach
Many practitioners acknowledge that
digital outreach ¢fiorts may never be
accessed by significant segments of

the O&P population, such as older
Medicare patients, But it has become
increasingly important to promote Q&P
facilitics in a way that captures the

attention of e-health seckers

Artesi, for example, has patients
who have never seen her website—bur
her more tech-savvy clients and col-
leagues appreciate the information
she posts on social media, In addition,
having a technology-heavy presence
helps support her standing as a “state-
of-the-art facility”

For those facilities that cannot hire a
full-time staffer or outsource marketing
entircly, there are ways to splitup the
tasks umong current emplovees. “Tf you
can't get a dedicated marketing person,
create o manageable marketing plan you
can delegate and manage in-house," savs
Sveh, “Pick one or two social media chan-
rele yem think pemre poationee will pegew™

The most important rule when
establishing o digital marketing cam-
paign is to realize you can't do it all,
savs Throndson, There are simply too
ailable, so pick-and-
choose those that will help meet vour

many platforms :

goals: “Do you want prospects? Do you
want brand awareness? Or do you want
people to know about a new location?
Once you figure out your goal, vou ¢an
decide which platform will work best”

Expanding your digital marketing
plun should be an integral component of
your facility’s long-term strategy. “Your
partners and yvour competition are all
investing in digital marketing” says Sych,
“Tt has become a necessity” P

Christine Umbrell is a staff writer
and editorial/production associate
for Q&P Almanac, Reach her at

cumbrell@contentcommunicatorscem.
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